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Summary 
This paper seeks to answer the research questions, "What strategic management theories are 
available, how do they work, and which ones might be appropriate for use by 50cycles?" 
Many theories and methods of strategic management have been published over the last half-
century, such as resource-based, knowledge-based, institutional, and game theory. Two of the 
most recent methods are Lean Startup and Blue Ocean Strategy. In this paper, traditional 
methods of strategic management are reviewed and, as appropriate, applied to the 
management of 50cycles. Lean Startup and Blue Ocean principles are discussed in detail, 
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Chapter 1: Management Strategies for 50cycles 
 This paper seeks to answer the research questions, "What strategic management 
theories are available, how do they work, and which ones might be appropriate for use by 
50cycles?" First, it will examine some of the most important strategic management theories 
and how they might apply to 50cycles. The next part will introduce the Lean Startup plan and 
identify how it can be used in the 50cycle business plan. The same process will be followed 
with Blue Ocean Strategy. Finally, the end of the paper will gather all applicable 
management theories and strategies together into a harmonious whole.  
 The best business plans are based on a mixture of practical, best-evidence actions 
bolstered by underlying, tested theories. The business plan for 50cycles is no exception to 
this principle. It combines methods that have been shown to work for e-bike distributors in 
England and other areas with two theoretically based action programs: the Lean Startup plan 
and Blue Ocean Strategy. These action programs provide steps for development of a creative, 
lucrative business; they are primarily based on processes rather than outcomes, particularly 
the Lean Startup plan. Both are much more than simple management plans, but can be 
usefully compared with other management strategies and in some cases, they can take in 
concepts from those strategies, changing them to fit the overall scheme. 
Chapter 2: Strategic Management Theories 
 Strategic management as a practice has been in place for thousands of years, but as a 
theory, it is a relatively new field, beginning in the early 1960s with Chandler's "Structure 
follows strategy" principle (Hoskisson et al., 1999). Other early researchers, such as Ansoff 
(1965) focused  on proven techniques that would bring success to a firm. Thus, the 
orientation was still practical (Hoskisson, et al., 1999). 
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 In the 1970s, however, a shift towards industry strength and competitive position 
based on the industrial organisation economics pushed strategic management towards theory. 
This was also an externally oriented concept, as opposed to the internal orientations of 60s 
ideas. Also, it was possible to test these theories via the scientific method, whereas it is more 
difficult to validly test strategic management concepts such as resource-based view. 
 2.1 Resource-Based Theory 
 According to Resource-Based Theory, every company has distinctive resources that, 
if skilfully used and managed, can contribute to an advantage over other companies. 
However, ordinary methods of statistical analysis are difficult to use on this theory because 
not all resources are tangible. The scientific method assumes that the quantities analysed can 
be concretely specified, but items such as corporate culture or hidden knowledge are 
complicated if not impossible to specify. 
 Wernerfelt (1984), an early RBV spokesman, looks at resources and products as two 
sides of a coin. Examination of one side can provide information about the other side. This 
leads to the concept of RBV of the firm, which produces new strategic management 
techniques such as resource position barrier and resource-product matrices. Wernerfelt also 
explores ways that these tools can be used to identify resource options. 
According to Shoemaker (1992), the steps in RBV are as follows: 
 1. "Generate broad scenarios of possible futures that your firm may encounter." 
(50cycles has examined future conditions, especially those concerned with "mini-Hollands.") 
 2. "Conduct a competitive analysis of the industry and its strategic segments." 
(this fits with the Blue Ocean strategy canvas -- see below) 
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 3. "Analyse your company's and your competition's core capabilities." 
(comparisons have been made on key issues such as customer service, product quality, 
website user-friendliness, and showroom design) 
 4. "Develop a strategic vision and identify your strategic options." 
(50cycles' vision, developed through Lean Startup and Blue Ocean principles, focuses on 
standing out from the crowd, flexibility and adaptivity, and utilisation of external processes to 
increase sales) 
(steps quoted from Schoemaker, 1992) 
 2.2 Knowledge-Based View of the Firm 
 A related management strategy is called the Knowledge-Based View of the firm. It 
also recognises the benefits of intangible assets such as knowledge and their importance in 
the 21st century information age. Spender & Grant (1996) note that in the mid-1980s one 
rarely heard knowledge-based terms such as organisational competence and capability and 
organisational learning. A distinction is made between public knowledge and tacit or hidden 
knowledge, which is important because explicit public knowledge is easy for others to 
acquire, in spite of copyrights and patents, while tacit knowledge cannot be gained directly 
(Phelan & Lewin, 2000). This makes tacit knowledge much more valuable in practice, but 
according to Grant (1996), hidden knowledge must be integrated into the knowledge capital 
of the firm as a whole if it is to be fully functional. 
 50cycles is equipped with a significant amount of tacit knowledge about electric 
bicycles and, specifically, about high-quality European mid-motor e-bikes. The organisation 
as a whole is constantly learning and employing new knowledge to improve the experience of 
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customers. For example, the fusion of online and offline purchasing streamlines processes, 
thereby providing a simplified, convenient experience for buyers. 
 2.3 Network View 
 The network view has been developed through the 1980s and 1990s, with the network 
of a firm explained by analogy to the concept of networks of individual people. Granovetter 
(1983) describes the concept of strong ties and weak ties in a network. An example on the 
individual level would be close friends/family member (strong ties) versus 
acquaintances/distant family members (weak ties). He argues that weak ties play an important 
role in moving an idea from one dense (strong) group to another (Granovetter, 1985). On the 
organisational level, a company may partner with another company to develop and 
manufacture a product; this will produce a relatively strong tie. An example of a weak 
corporate tie would be the relationship between a company and another firm of its industry 
(in the absence of further ties) or a firm in a related industry (Granovetter, 1985). Similar to 
individuals, casual contact between companies can work to spread new ideas and allow for 
exchange between dissimilar entities. Burt (1992) continues to expound on this concept, 
hypothesising that individuals (or firms) with connections outside their group are more likely 
to have creative ideas. Their discourse with other dense groupings plants ideas that they can 
then share with their own dense groups (Burt, 2004). Holes in the structure can be even more 
useful, since they require "bridging" by individuals or work groups who have wider 
networks. 
 This is a crucial management theory for 50cycles to adopt, due to its potential for 
accelerating innovation. Both Lean Startup and Blue Ocean Strategy (see below) emphasise 
the need for rapid innovation to make sure customers are getting what they want. 50cycles 
has relationships with suppliers and, potentially, with certain other e-bike shops if we receive 
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the go-ahead for future sales of Gazelle bikes from Holland. 50cycles is a member of the 
SmartGo travel network which aids commuters in finding the best types of transport for their 
needs. 
 2.4 Agency Theory 
 Agency theory has its roots in a 1932 article by Berle & Means, who commented on 
the potential problems existing when owners and managers do not have common goals and 
strategies. Managerial mischief, such as dodging work or taking excessive perks, generally 
occurs because managers do not have a stake in the company. According to Dalton et al. 
(2007) this problem can be addressed in several ways: 1) give managers equity in the 
company, which will lead to a sense of responsibility; 2) a corporate control market which 
can indirectly cull wayward managers via acquisitions and mergers; and 3) independent 
evaluation boards that assess managerial performance at regular intervals. 
 The most significant contribution of agency theory is the recognition and application 
of work incentives (Nyberg et al., 2010). As such, agency theory is not necessary at this time 
for 50cycles. As the firm's staff grows, it may be necessary to review the compensation 
structure and make changes to encourage staff members to do their best work. 
 2.5 Transaction Cost Economics 
 Transaction cost economics focuses on the costs to the firm of internal contracts and 
external contracts (Williamson, 1975). According to Jaswa (2010), "TCE posits that firms 
can be analysed as structures which govern transactions between autonomous entities or 
internally." Williamson (1998) presents four levels of the economics of institutions:  
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      LEVEL          PURPOSE 
 
        1.1 Spontaneous 
 
        1.2 Get the Institutional 
        Environment right 
 
        1.3 Get the Governance 
        Structure right 
 
        1.4 Get the marginal 
        conditions right 
 
Figure 1. Economics of Institutions Levels.  
(Williamson, 1998) 
 
According to Williamson (1998), level 1.3 is the level at which transaction cost economics is 
applicable (level 1.4 includes agency theory, discussed previously). Granovetter (1995) takes 
this question to the next level: why do firms in capitalist economics group themselves 
together, instead of doing all of their business as firms? He also adds the questions of how 
firms and business groups develop and why they are different in contrasting cultures. Groups 
may be based on family units, ethnicity, region, or even politics and religion (Granovetter, 
1995). 
Informal institutions, 
customs, traditions, norms, 
religion 
Formal  rules of the game, 
esp. property (polity, 
judiciary, and bureaucracy). 
Play of the game, esp. 
contract (governance with 
transactions) 
Resource allocation, 
employment, price, products, 
incentives 
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 Transaction cost economics is related to the network view in many ways; the 
involvement of 50cycles with its partners among government agencies, manufacturers, 
transport groups, and perhaps other e-bike dealers will help it move towards appropriate 
governance. 
 2.6 Institutional Theory 
 Institutional theory illustrates how organisations increase their security and position 
by following rules and customs of an institutional environment (Meyer & Rowan, 1991). The 
institutional environment consists of formal rules, unspoken agreements, shared interactions, 
and assumptions that employees and the firm itself are required to follow. Many of these 
rules are already known by new adults at age 18, since they are part of the curriculum, both 
formal and informal, that children receive in school. Other norms and customs involve 
regulations, governmental agencies, laws, courts, scripts, and other cultural boundaries and 
pressures (Meyer & Rowan, 1977, 1991). 
 Entrepreneurs are restrained and supported by the institutional environment. Without 
an appropriate environment, it is difficult, if not impossible, to start a business. When 
50cycles began its online presence 11 years ago, the institutional environment, both in UK 
and on the Internet itself, was positive and supportive. The market was ready for a new way 
to purchase high-quality electric bikes. For example, one quality that has increased the 
demand for bicycles in general, and e-bikes in particular, is the need to reduce carbon 
emissions and other types of pollution. The conversion of boroughs to "mini-Hollands" is a 
current part of the environment that will encourage the growth of 50cycles. 
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 2.7 Resource Dependence Theory 
 According to Hillman et al.(2009), the Resource Dependence Theory (RDT) was first 
published by Pfeffer and Salancik (1978), and has since become influential in organisational 
and strategic management theories. In RDT, the firm is an open system which adapts to 
external forces and exerts its own influence on the outside. Interdependence among groups 
(e.g. corporations, organisations) carries with it the risk that some outside group will fail in 
its mission, resulting negative consequences to the first group. This can occur even when a 
company or organisation does everything in its power to prevent that from happening. 
 RDT has been used to explain mergers and acquisitions, joint ventures, formation of 
boards of directors, political action, and executive succession. In 2005, Casciaro & Piskorski 
published their concept of RDT as applied to power imbalance and mutual dependence, 
which they found to have separate influence on companies even after the construct of 
interdependence has been considered. These two forces act against one another as they 
provide another dimension to resource dependence. 
 Since 50cycles is not currently involved in the actions listed in the last paragraph, 
RDT does not apply, except in the sense that any retailer is dependent on the wholesaler or 
manufacturer (e.g. Kalkhoff), on government regulations (e.g. limits on motor power), and 
the actions of other businesses in the same industry.  
 2.8 Game Theory 
 Game theory uses logic and the scientific method to study strategy in many areas of 
human behaviour. Although a wide array of topics can be studied in this way, from typical 
games like chess to "non-games" such as hostile takeovers, each of these topics involves 
interdependence (Dixit & Nalebuff, 2008). Outcomes are based not only on the individual's 
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choice, but also on choices made by all other players. The goals of each player may coincide 
("coordination"), conflict ("zero sum"), or partially coincide and partially conflict. This is the 
most common type of "game." Interdependence may be sequential, as in a turn-taking game 
like chess, or simultaneous, such as stock market prices. Because in a simultaneous game, 
like the stock market, no trader knows what the other traders are thinking, they must use any 
clues they can gather to predict what the others will do (Colman, 2013). 
 For a retail business, such as 50cycles, game theory can apply to price wars (Colman, 
2013). The owners decide how to price their e-bikes based on many considerations, including 
the past prices at other stores, but they don't know how the prices might change, or when and 
how other retailers will advertise. Since 50cycles has the exclusive right to sell Kalkhoff e-
bikes in the UK, this would not apply to them, except possibly in the accessories recently 
added to their catalogue. 
 2.9 Strategic Management Process Framework 
 The Strategic Management Process Framework, originally developed by Porter in 
1985, focuses on developing a competitive advantage through 5 steps: 1) Initial Assessment, 
2) Situation Analysis, 3) Strategy Formulation, 4) Strategy implementation, and 5) Strategy 
Monitoring. Recently it is generally coupled with resource-based theory (Peteraf, 1993), 
knowledge-based theory (Grant, 1996), or network theory (Dyer & Hatch, 2012). The 5 steps 
are similar to several points of interest in Blue Ocean Strategy (see below), and 50cycles will 
implement it in that way. 
 2.10 TOWS/SWOT Assessment 
 TOWS assessment, also called SWOT, is the analysis of strengths, weaknesses, 
opportunities, and threats for a company. Some managers prefer to begin with strengths and 
MANAGEMENT STRATEGIES FOR 50cycles.com 16 
 
weaknesses, while others prefer threats and opportunities first (Hong & Chan, 2010). The 
SWOT matrix is primarily a brainstorming tool for managers and other employees to use for 
assessment and planning. A SWOT analysis was produced for 50cycles during November of 
2013 and is included in the attached business plan. 
 2.11 PESTLE Assessment 
 PESTLE stands for Political, Economic, Sociological, Technological, Legal and 
Environmental. This assessment identifies external factors acting upon a particular firm. It is 
particularly important for multi-national enterprises because the items in the acronym may be 
different from one country to the next. For example, a legal factor that affects 50cycles, 
especially as it moves beyond the UK, is the fact that e-bikes in the EU do not have as many 
restrictions such as motor power or weight. This could be a positive or a negative. The 
PESTLE analysis does not tell the manager what is positive and what is negative, nor what he 
or she should do about it. Instead, it simply states what influences are in place at the time, and 
is an essential part of planning a new venture or evaluating an old one. A PESTLE analysis of 
50cycles was completed and also is included in the business plan (Goodman, 2013). 
 2.12 Value Net: Co-opetition 
 Brandenburger & Nalebuff (1996) use game theory to explain co-opetition, a 
management strategy that creates a combined cooperation-competition dynamic between and 
among businesses. For instance, most people recognise that firms in the same industry 
compete with each other. But if companies want to make changes in the industry itself, they 
may need to cooperate if it is too much for one to do alone. Co-opetition provides a strategic 
framework, called the value net, for getting an advantage by changing the game. Several 
elements are involved in this theory: 1) the players in the value net, 2) the value each player 
can add, 3) the rules of the value net, 4) tactics, which the authors define as actions players 
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take to alter the perceptions of other players, and 5) scope, which includes links within the 
value net as well as links to other nets. The acronym used for these elements is PARTS, and 
co-opetition theory can be applied by self-diagnostics based on PARTS. 
 The element of added value is closely related to the two strategies 50cycles has 
chosen on which to base its operation. For example, Brandenburg & Nalebuff (1996) suggest 
that if a successful innovation is imitated by competitors, a firm can fight back by targeting 
their customer group with customised products, increasing production quickly to accelerate 
the learning curve, and creating effective customer loyalty programs. These approaches are 
related to the Lean Startup concept of validated learning and the Blue Ocean strategy canvas. 
 2.13 Real Options Theory 
 Real Options theory calls into question the Net Present Value (NPV) rule of investing, 
i.e. that a firm should decided whether to invest by calculating NPV and, if it is positive, 
investing in the venture. In 1994, Dixit & Pindyck re-examined this procedure and 
determined that the NPV rule left out a factor: the opportunity cost of making the investment 
immediately, rather than waiting until some or all of the uncertainty is gone. In this 
formulation, opportunity is a cost because of risk -- if the company invests immediately, there 
is no going back because it is an irreversible transaction. However, if the company waits, 
there will still be two options open to it, and it can make a decision later after it has seen 
future events. This is the real option value, and it exists in the context of uncertainty, 
irreversibility, and the ability to delay, all of which are present in virtually all business 
decisions. According to real option theory, procrastination can be a positive.  
 At this time, real option theory is unlikely to be a suitable strategy for 50cycles, since 
the Lean Startup plan encourages quick decision-making, ability to pivot, and validated 
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learning. According to Blue Ocean strategy, a company that is too slow to decide will be 
stuck in the red ocean! 
 2.14 Wicked Problems Theory 
 The theory of Wicked Problems was first presented by Churchman in the journal 
Management Science in 1967. It appeared as an editorial about a new concept Churchman 
had heard at a seminar; in 1973, the creators of that concept presented it formally. Wicked 
problems have six characteristics: 1) no definitive formulation; 2) no stopping rule; 3) 
solutions are not right or wrong; 4) no immediate or ultimate test of a solution; 5) cannot 
learn by trial and error, every attempt counts; 6) every wicked problem is unique (Conklin, 
2006). Wicked problems typically depend on how they are framed and who the stakeholders 
are. Some examples of wicked problems that are not part of business management include 
climate change, nuclear waste, and social injustice. Most of the time, wicked problems cannot 
be solved, they can only be mitigated (Conklin, 2006). General approaches that have been 
used to tackle wicked problems are authoritative, competitive or collaborative (Roberts, 
2000). 
 At this time, wicked problems theory does not seem applicable to management 
strategies for 50cycles. It will be reserved for the arrival of future wicked problems in 
cycling.  
 2.15 Sustainability 
 Sustainability as a management strategy places high priority on keeping a company 
"sustainable," a term defined by Lester Brown of the Earth Policy Institute as "one that 
satisfies its needs without jeopardising the prospects of future generations." The "Triple 
Bottom Line" concept examines a firm's impact on people, profit, and planet. Examples of 
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outcomes for a sustainable company include 1) sustain clean and healthy air, 2) use materials 
carefully and shift to environmentally preferable materials, and 3) support ecologically 
sensitive land management (Ferry, 2011). 
 As a dealer of e-bikes and traditional bicycles, 50cycles is already supporting 
sustainable principles by providing cleaner, more environmentally friendly means of 
transport. Since they do not manufacture their own products, they have no way to make any 
changes there. However, the Lithium ion batteries that the bikes use are generally thrown 
away instead of being recycled, due to lack of recycling facilities in the UK. 50cycles could 
start a trend by joining with other e-bike dealers to get recycling started. 
 2.16 Red Queen Effect 
 The Red Queen effect, named for its resemblance to the Red Queen in Lewis Carroll's 
Through the Looking Glass, has firms' actions matched by competitor's actions in a rapidly 
escalating effect, so that the company has to be continually changing just to stay up with 
others in its industry. According to Derfus et al. (2008), this "system of Red Queen 
competition has been empirically shown to affect founding rates, failure rates, and 
competitiveness." Some writers have called this effect the most powerful driving force in a 
capitalistic society. 
 Derfus et al. (2008) studied actions and reactions among firms in a variety of 
industries, measuring the effects on firm performance using return on assets (ROA) and 
return on sales (ROS). They were surprised to find that a relatively high number of rival 
actions was required to adversely impact the firm. In addition, they found that even when the 
Red Queen effect was present, "the benefits of focal firm action outweigh the potentially 
negative consequences of rival action in this competitive contest overall." Differences in 
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industry and in market conditions moderated the effects of firm actions on rival actions and 
vice versa (Derfus et al., 2008). 
 The Red Queen effect is a factor that the owners of 50cycles should keep in mind, 
because their industry may be one that is strongly affected.   
Chapter 3: Lean Startup Principles 
 The Lean Startup Plan, developed and published by Eric Ries (2011), states that the 
best way to grow a business is the scientific method. He states, "The Lean Startup provides a 
scientific approach to creating and managing startups and getting a desired product to 
customers' hands faster." Part of the method is learning when and how to change your 
approach -- how to drive your startup, when to turn, and when to keep going. 
 The Lean Startup method enables a company to continuously test a new product and 
to quickly pivot -- change directions -- when needed. The tools discussed below provide 
detailed instructions in creating what customers really want. 
 There are five principles of this method:  
 A. Entrepreneurs are everywhere -- Ries (2011) indicates that his approach can be 
used to aid innovation in any area, from the smallest small business to new product 
development in a multi-national corporation. It is not limited by industry, nor by public vs. 
private sector. Case studies of enterprises such as Mom Maps, Zonability, Localocracy, 
Proctor & Gamble, and changing health records at the Department of Health and Human 
Services, illustrate that entrepreneurs are truly everywhere (Ries, 2011). 
 B. Entrepreneurship is management -- Ries (2011) emphasises that a startup is not just 
a product, it is also an institution; as such, it requires the means to manage it. Traditional 
management methods are frequently useless or even harmful, especially when they are used 
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to make a startup look "pretty" for venture capitalists and angel investors. Lean startup 
supplies a useful set of tools for evaluating what a firm is doing and where it is likely to go. 
Ries (2011) also advises that managers and potential managers should spend time learning 
exactly what it is that their employees do. If they don't understand a product or service, how 
can they manage it? 
 C. Validated learning -- this principle specifies that at the beginning of a startup, 
revenue (by itself) should not be the goal. Instead, goals should be measured in terms of 
proving the viability of the new product. Is there a "scalable and repeatable sales process" 
(Blank, 2013)? If not, then no amount of revenue will keep a firm going once it has exhausted 
its sales. Instead, a startup begins operations on a very small scale. The lack of a significant 
presence in the market means that the founders/employees of a startup gain a lot of data from 
the few customers that they have. This detailed data provides direction for the next version of 
the product, which may be presented on a slightly larger scale, and so on (Ries, 2011). By the 
time the firm distributes its product widely, it has been refined so many times it is very close 
to what customers really want. This is validated learning -- learning by experiment 
(Eisenmann et al., 2012). 
 D. Innovation Accounting -- one problem with utilising the tools above is that they 
are such a radical departure from standard business practices it is hard to know how to 
measure success. It is necessary to move from "vanity metrics" to "actionable metrics." 
Vanity metrics are the measures used by PR representatives or companies seeking funding. 
They look good, but they don't really tell what is going on. Actionable metrics, however, are 
designed to be used in a scientific experiment -- validated learning -- about what works best, 
and they do this by actually putting the product or feature into the hands of customers. Ries 
offers suggestions for ways to measure the outcomes of experiments (Eisenmann et al., 
2012): 
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 1. Split-tests -- A/B experiments are similar to drug/placebo studies. Half of the 
potential customers get a new feature, the other half doesn't. After a period of time, the two 
groups are compared. Which group had more sales? This gives valuable information about 
the new feature. 
 2. Per-customer metrics -- Ries suggests using individual rather than aggregate data, 
because (as mentioned above) aggregate data does not give the detailed information that a 
lean startup requires. 
 3. Funnel metric and cohort analysis -- Cohort analysis looks at groups who take 
certain actions -- such as registering, signing up for newsletters, buying a product -- over 
time, as these groups enter the customer lifecycle. Stability from one cohort to another 
suggests nothing new is happening, while a sudden change identifies a potential useful event. 
Funnel metrics look at conversion rates, combining large amounts of data into smaller 
numbers that are easier to understand. 
 4. Keyword (SEM/SEO) metrics -- Using services such as Google AdWords, it is 
possible to look at characteristics of groups and cohorts. These measures can be used as 
mentioned above.  
 E. Build-Measure-Learn -- The process underlying Lean Startup is the build-measure-
learn cycle. A product is expected to go through the cycle many times, so it should be 
launched, on a small scale, as soon as a basic, or minimum viable, product is ready. Ries 
gives a number of examples of MVPs (minimum viable products) that have worked well for 
companies. One example is Google Maps. When they first made it available, it did not have 
all the features they planned to add, but its lack of potentially confusing features made it 
different from others and more noticeable (Ries, 2011). 
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 It is often difficult, Ries writes, to convince a creative team that they should put out 
an "inferior" product instead of waiting until it is "perfect." But quality is defined by the 
customer, not the managers or directors (Ries, 2011). Lean startup principles reward 
characteristics such as design, aesthetics, convenience, and user-friendliness; these may not 
mesh with the traditional concept of reliability as quality. In addition, if a product is released 
on a small-scale and customers do not like it, the producers have learned very valuable 
lessons without excessive costs (Breuer, & Mahdjour, 2012). They can now go back and 
make changes, then release again. On a small-scale, a failure is not such a big deal. But if the 
company has the wrong idea -- because the product is based on what they think customers 
should want -- and they ship to the entire USA, that will be a very large loss. 
 The Lean Startup process makes it possible for individuals or firms to learn by doing. 
They can even measure what they are learning! Although this is different from traditional 
business concepts, it is working for more companies every day. 
Chapter 4: Blue Ocean Strategy 
 Blue Ocean Strategy (BOS) is a relatively new management strategy based on a book 
published in 2005 by Kim and Mauborgne, Blue ocean strategy: How to create uncontested 
market space and make competition irrelevant. Traditional management strategies focus on 
beating the competition, while BOS consists of moving completely away from the 
competition and finding an area of industry that is new and growing. Companies that have 
used this strategy include Cirque du Soleil, Starbucks, Skyfall 007 (the 23rd Bond movie) 
and iTunes. Using BOS has allowed them to experience phenomenal growth by fitting into an 
unfulfilled area of market value requirements. Creativity is highly important -- in fact, 
essential --  to this strategy. Sometimes termed "thinking out of the box," creativity has been 
identified for a long time as a requirement for success, but in the past it was considered to be 
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random or haphazard, and limited to certain people. Blue Ocean Strategy, however, provides 
a set of tools that can be used by anyone to  produce innovative thinking when it is needed 
(Leavy, 2005). 
 The authors of Blue Ocean Strategy, Kim and Mauborgne (2005), spent fifteen years 
studying the strategic moves in 30 industries over the past 100 years, looking for patterns of 
success. The patterns they found form the basis of Blue Ocean Strategy; the ocean colours are 
the first concept of this strategy. The "red oceans" contain all the current industries. The 
authors identify companies using traditional strategies as "sharks swimming in red oceans," a 
very vivid picture of competition. On the other hand, in a blue ocean a company sits alone 
and has plenty of room to grow. A blue ocean represents industries that are not yet in 
existence, so that a company can create its own industry (HBR 2004).  
 Blue Ocean opportunities are found when cost factors are reduced or eliminated and 
customer value is raised or created (Kim, S., 2008). This intersection results in a new industry 
through innovation. BOS has a strong focus on development of new products and / or 
services. However, technological breakthroughs are not always necessary for blue ocean 
strategy to work. According to Kim & Mauborgne, the blue ocean often provides a 
connection between technology that already exists and the consumers who can use it to meet 
a need.  
 The tools available for BOS include the six paths, strategy canvas, value curve, four 
actions grid, buyer experience cycle, buyer utility map, and the blue ocean index. Using these 
tools makes it possible for managers to systematically create new products and messages to 
the blue ocean. The tools are specified visually, just like the "coloured oceans" concept, 
because they are easier to understand in that format (Kim & Mauborgne, 2005). 
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 The first tool that should be used is the strategy canvas, which characterises the 
present state of the company's current industry, based on competing factors. The graph shows 
the industry levels, low to high, on the different factors. This graph is then used to determine 
which factors the company should eliminate, reduce, raise, or create (see below). The 
company's line is called a value curve because it illustrates how it will add value with regard 
to the industry. Generally speaking, the industry line and company's new line should diverge 
as much as possible, because this is the way that the blue ocean is created -- through 
divergence (Kim & Mauborgne, 2000). 
 The Six Paths help managers find ways to change market boundaries so that they can 
reinvent their industries. The creators of Blue Ocean Strategy emphasise that industry 
categories are completely man-made, and they develop over time as technology and cultures 
change (Kim & Mauborgne, 2005). In order to use the Six Paths Framework, a manager must 
look outside his or her own industry to find a) alternative industries, b) strategic groups, c) 
buyer groups, d) complementary product and service offerings, e) the functional-emotional 
orientation of an industry, and f) the effects of time. 
 Alternative industries have the same purpose as the company's current industry, but 
different forms and functions. For example, the purpose of the restaurant industry is to 
provide food that is already cooked, so that patrons do not have to cook for themselves. A 
grocery store primarily sells food that patrons prepare at home (although most stores have a 
deli and a bakery). Eatzi's is a store that sells pre-prepared, but not cooked, dishes, especially 
gourmet dishes. It serves the same purpose as a restaurant, but it also functions in many ways 
like a grocery store (Kim, C., et al., 2008). 
 Strategic groups, based on performance and price, can be found in any industry. In the 
children's clothing industry, for example, there might be one group of retailers who sell basic 
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clothing items at a low price, and another group who sell well-known brands at a higher 
price. Sometimes an unfilled niche can be found between the hierarchy of established 
strategic groups (Leavy, 2005). 
 It may seem that there would be only one or two groups of people who buy a product 
or use a service, but according to Blue Ocean Strategy, this may not be correct. Usually there 
are several groups that are related, such as brokers or middlemen, purchasers, users, and even 
regulators (Burket et al., 2009). Many times a careful inspection of user groups reveals a 
potential market that has yet to be tapped. 
 Complementary products and services, which fit closely with current offerings, can be 
found by looking for consumers' "pain points." These are the circumstances that constrain 
some potential customers into being non-customers. The company can then develop offerings 
that will resolve the "pain points" (Mohamed, 2009) For example, prior to the development 
of the Apple and Windows operating systems, it was necessary for a computer user to learn a 
long set of cryptic commands in order to interface with the computer. This was definitely a 
"pain point" for many people, because the learning curve was steep. The introduction of the 
Apple OS and later, Windows 3.1, made operating a personal computer much more visual 
and intuitive. 
 The functional-emotional orientation of an industry determines whether it focuses on 
product / service functions or on the emotions that people feel when they use the product or 
service (Ng, 2011). For example, customers may avoid purchasing a product that they feel is 
overpriced, because they don't really need its extra functions. In this case, it might be possible 
to create a "barebones" version of a product that is low in price, low enough for non-
customers to afford. In this way, they become customers who may, at some time in the future, 
decide to upgrade their product. Amazon used this principle with their Kindle electronic 
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reader, when they created a Kindle that had no extra functions and included ads; they were 
thus able to price it much lower and sales climbed. 
 Finally, managers should examine their industries for trends over time. Trends are 
caused by external factors or events. According to the authors, many companies react to 
trends once they have happened rather than being proactive as soon as a trend begins to 
develop (Kim & Mauborgne, 2005). Of course, not every move in one direction or another is 
a trend. In order to be considered in the Six Paths, a trend must have a definite direction, it 
should affect the company's current industry, and it should be irreversible. For example, in 
the UK the trend is for community areas ("mini-Hollands") designed specifically for bike 
transport. This trend opens the market and encourages 50cycles' concept showrooms which 
"pop up" right where they are needed. 
 The four-part grid, or ERRC, represents a basic concept of BOS: development of a 
new customer base. In the acronym, E is eliminate, R is reduce, R is raise, and C is create 
(Kim & Mauborgne, 2000). According to this concept, these four actions can lead a company 
to a blue ocean presence. A knowledge of non-customers (as well as customers) is needed at 
this point, because managers must determine which factors should be eliminated, reduced, 
raised, or created in order to increase satisfaction of current customers and draw non-
customers (Yang & Yang, 2011). Price is frequently a characteristic which should be 
reduced. 
 The buyer experience cycle has six stages: purchase, delivery, use, supplements, 
maintenance, and disposal. These stages, along with six utility levers, create the buyer utility 
map. The utility levers are environmental friendliness, fun and image, risk, convenience, 
simplicity, and customer productivity. 
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 The Blue Ocean Idea Index answers four questions: 1) how useful is the idea to the 
consumer? 2) is the price affordable for the target group? 3) is the cost of production 
reasonable for the manufacturer? and 4) is the idea flexible and adaptive? All four of these 
questions are significant -- consumers will not buy anything that is not useful or overpriced, 
while manufacturers cannot maintain their bottom line if production costs are too high. In 
some cases, having a flexible idea may not be as important, but most of the time it is essential 
(Kim, S., 2008). 
 A good BOS can be characterised by three factors: focus, divergence, and compelling 
tagline (Kim & Mauborgne, 2000). To use Blue Ocean Strategy, the company must focus on 
the key variables identified on the strategy canvas and the actions chosen (ERRC). It is 
impossible to change all the factors at once, so focusing one or two at a time is helpful. 
Divergence on the strategy canvas identifies the ways that the company will be unique. This 
differentiates the company from its former competitors still in the red ocean. A compelling 
tagline is a phrase or sentence that sums up the company's strategy, as well as its focus. It is 
essential for both employees and potential customers to know how the company will be 
different ( and presumably better) than others (Mohamed, 2009). 
 Once a blue ocean is created, managers may wonder how quickly it will turn into a 
red ocean as other companies imitate and compete with them. However, there are several 
barriers to imitation: a cognitive barrier, due to brand images; an organisation barrier, as 
changes become surmounted by company politics; and a cost barrier, because imitating a new 
industry often requires considerable change in personnel, equipment, and other expenses 
(Leavy, 2005). 
 Implementation of Blue Ocean Strategy can and will lead to tremendous growth, 
because in the blue ocean there is no competition (Aspara et al., 2008). According to Lindič 
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et al. (2012), there is a space between macroeconomics and microeconomics, which is the 
level of business growth. This is the space in which new industries can be developed -- the 
blue ocean. Lindič et al. suggest four changes to economic policy: intraindustrial cooperation, 
different-sized companies exchanging knowledge and skills, value innovation, and creation 
of uncontested spaces. However, just creating a blue ocean is not sufficient to cause growth. 
Some studies indicate that the important factor is being the first company to develop and 
execute a new idea (Lindič et al., 2012). 
 The benefits of Blue Ocean Strategy can be seen in a number of corporations who 
have executed it successfully (Aspara et al., 2008). These include Skyfall 007, Cirque du 
Soleil, and Apple's iTunes. Skyfall 007 was the 23rd James Bond movie ever produced and it 
made the most money at the box office, in spite of the fact that it was a radical departure from 
former Bond films. Actually, it did well because it was different, illustrating the utility of 
BOS in entertainment. Using the strategy canvas, characteristics of other Bond films, such as 
glamour and girls, action, gadgets, and show of emotions, were plotted on a graph with the y-
axis scaled from zero to ten, with zero meaning the characteristic was not evident at all and 
ten meaning it was highly evident. When the Skyfall characteristics are plotted, one can see 
that the newer movie was different in all but two, action and villain. The ERRC grid was used 
to reduce items such as glamour and girls and gadgets, while the story line and soulful Bond 
character were raised. A new factor, show of emotions, was created. Thus, the nature of the 
23rd Bond film made it an excellent example of Blue Ocean Strategy. 
 Another example of a company that utilised Blue Ocean-type strategies is Apple, Inc. 
The company was founded in 1976 and released its first product, the Apple 1 circuit board 
(Richardson & Terrell, 2008). The Apple 1 needed a number of added items to make it fully 
usable, but it was a step up from previous computer kits that only contained components, not 
a complete circuit board, and did not work with a visual display (Ng, 2011). 
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 Over the next twenty years new versions of the Apple, Macintosh, and Lisa computers 
were developed, along with software to work with them (Richardson & Terrell, 2008). The 
company's first software triumph was VisiCalc, a spreadsheet program that worked well for 
business but could also be installed on the employee's (Apple) computer at home. The 
graphical user interface was developed when Steve Jobs predicted that it would be a deciding 
factor for computer sales in the future (Richardson & Terrell, 2008). 
 A 1984 Super Bowl TV ad, based loosely on the Orwellian dystopia, captured the 
attention of many people both in and out of the computer industry. It heralded the coming of 
the Macintosh, a low cost computer with a GUI (graphical user interface). The Macintosh 
sold well initially, but its software was limited, so its greatest popularity had to wait until 
Apple wrote more prepackaged programs (Richardson & Terrell, 2008). In the late 1980s to 
early 1990s, Apple tried out a long line of new products but was unsuccessful, and by the mid 
1990s, its sales and stock prices had dropped dramatically (Richardson & Terrell, 2008). The 
Macintosh had lost sales because it was not able to keep up with new multitasking paradigms, 
and the software was too dependent on particular hardware. A new approach was clearly 
needed. Apple was swimming in a red ocean, and the other sharks were winning! 
 Although literature about the Blue Ocean Strategy had not been published yet, it is 
likely that Apple's managers spent time thinking about BOS-like principles. For example, the 
strategy canvas can easily be applied to changes Apple decided to make at this time (Shukla, 
2012). First, they might have plotted their current offerings and the offerings of other 
companies on the canvas (Ng, 2011). 
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Figure 2. Theoretical Apple Computer Strategy Canvas. 
(Simpson, 2014) 
 
 As can be seen on the strategy canvas, Apple planned for the iMac to be different 
from its earlier computers, as well as those from other companies, along six dimensions of 1) 
ease of setup, 2) legacy equipment, 3) design, 4) software, 5) updates, and 6) connectors. The 
differences were determined by application of the four-part grid: eliminate, reduce, raise, and 
create (ERRC) (Shukla, 2012). 
 
Eliminate -- legacy equipment, floppy disk Reduce -- connectors and cables 
Raise -- office software, "out-of-box" ease of 
setup, updates, processors, RAM and hdd 
Create -- portfolio of software, standard USB 
ports, attractive design 
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 Apple's managers might also have considered something like the Six Paths. For 
example, looking across alternative industries might have led to thoughts regarding the 
purpose of a computer. At the time, personal computers had penetrated the home, office, and 
professional venues, but the Macintosh was limited in all these areas by its poor multitasking 
capabilities and lack of software. They considered the purpose of a computer, identified as a 
device which would make word processing, spreadsheets, and desktop publishing easier and 
faster (Ng, 2011). But this purpose, which left questions of format and underlying function 
wide open, could be satisfied in new ways. This was the goal of the iMac. 
 Strategic groups during the 1990s included high-end computer manufacturers, build-
to-order companies, mid-range computers, low-end manufacturers, all-in-one machines, and a 
plethora of software makers. Apple determined to create a mid-range computer that would 
provide essential functionality along with imaginative design (Schulze & Gratz, 2011). 
 Buyer groups who were being served by other companies in the mid-90s included 
high-end professionals, mid-range home and educational users, and low-end purchasers who 
needed some familiarity with computers in exchange for the lower price. When the iMac was 
first released, fully one-third of its sales went to first-time computer users (Richardson & 
Terrell, 2008). The new Apple machine's ease of setup, portability, all-in-one design, and 
emotional appeal made it attractive to those who had never used a computer and did not want 
to be frustrated by complex setup instructions, an assortment of peripherals, and the variety 
of cables needed to make them work (Schulze & Gratz, 2011). 
 An examination of complementary products and / or services would have led to the 
conclusion that additional software was needed for the new Apple computer, so the owners 
and managers began developing new programs as well as acquiring several companies that 
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had also been working on significant projects (Ng, 2011). In this way, a portfolio of software 
for the iMac was available when it was released. 
 Apple's earlier computers had focused primarily on function, not emotional appeal. 
But the company took a different path with the iMac. Its attractive design -- color, shape, and 
translucent plastic material -- created a fun and enjoyable atmosphere (Schulze & Gratz, 
2011). Even its name suggested something special. The "i" in iMac was said to stand for 
"Internet," but also "individuality" and "innovation." The "i" was so popular that it became 
standard for Apple's future products. 
 Finally, Apple examined the computer trends in the mid-1990s, noting the fast-
growing popularity of the Internet and the World Wide Web. It was clear that in order to stay 
successful, a company's products must be on the cutting edge of Internet technology. At the 
time of the iMac's introduction, the best Internet access came through dial-up connections at 
56 kb/s. The first shipment of iMacs, however, operated at the lower speed of 33.6 kb/s. 
Apple's managers quickly recognized the importance of this omission and developed internal 
modems with the new speed (Hitt et al., 2012). 
 The decision to eliminate the 3.5" floppy drive in the new iMac was also due to a 
consideration of trends (Richardson & Terrell, 2008). The floppy drive was quickly 
becoming replaced by recordable CDs, intranets, and the Internet. Again, Apple decided to 
move up to the cutting edge and drop the floppy from all its future computer models. 
Chapter 5: Applying Blue Ocean Strategy to 50cycles  
 As indicated above, BOS includes a number of strategies that will result in creative 
thinking, and these strategies can be applied to the plan for growth of 50cycles. They include 
the ERRC grid, strategy canvas, six paths, value curve, buyer experience cycle, buyer utility 
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map, and the blue ocean index. These tools are expressed visually, just like the concept of red 
and blue oceans, because they are easier to understand in that format (Kim & Mauborgne, 
2005). 
 First, the ERRC -- Eliminate, Reduce, Raise, Create -- matrix is applied to the current 
operation of 50cycles. 
Eliminate -- any barriers to rapid change; 
reliance consignatory stock 
Reduce -- overhead costs by using "pop out" 
toolkit for cheapest locations; invisible wall 
between brick & mortar shops and website  
Raise -- # of complementary products; social 
media presence; multi-currency and multi-
lingual website 
Create -- well-designed shops to "localise the 
website";  have an option C; "clicks and 
mortar" 
 
Table 2. ERRC grid for 50cycles' Blue Ocean Strategy.  
 Development of the strategy canvas is based on the changes indicated in the ERRC. 
 













London Electric Bike 
Just E-bikes
UK Electric Bike Centre
The Electric Transport 
Shop
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The strategy canvas illustrates levels for 50cycles currently, 50cycles future, and 4 London 
competitors on the 7 categories taken from the grid above. The red line indicates future 
strategy, which not only improves current levels, but also separates 50cycles from its 
competition, particularly in the areas of complementary products, social media, multi-
currency, multi-lingual, and localisation. All 7 items will help lift 50cycles out of the red 
ocean and into its own blue ocean. 
 The next step in the BOS is the Six Paths Framework, which helps managers of the 
company reinvent their industries. The first path  is identifying alternate industries that will 
add value to the company. For example, 50cycles could expand into the tourism sector by 
renting bikes (either electric or conventional, since they sell both) and supplying guides for 
tour groups. Path 2 addresses strategic groups; for example, the complementary products 
sector has been recently raised by 50cycles via the introduction of the Madison catalogue, 
which has over 9000 accessories for bikes of all types, including helmets, lighting, 
electronics, and replacement parts. The third path is identifying new buyer groups. 50cycles 
sells high-end, high-value European e-bikes which appeal to both the casual rider and the 
daily commuter. The company could also specifically target students, parents, 
environmentally conscious individuals, and riders of different ages. Fourth, a company using 
BOS should investigate complementary product and service options; 50cycles offers 
accessories (as detailed in path 2) as well as support and service for their bikes. However, this 
area of the business could be amplified by increasing the website's emphasis on these 
services. The fifth path is the functional-emotional orientation of the company's industry. 
New groups of people can be served when this orientation is shifted or augmented. For 
example, 50cycles has previously been focused on the functionality of the electric bicycle -- 
i.e., its practical uses. The addition of the new showrooms will allow a shift into improving 
the emotional experience of buying an e-bike. This "clicks and mortar" concept, with its 
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seamless integration of website and showroom, will make buying easier and more fun.The 
sixth path addresses trends in the industry. Many areas in and near London are becoming 
more bicycle-friendly -- for example, the London Cycling Campaign recently noted that 
Enfield, Kingston, and Waltham Forest boroughs were being targeted for the "mini-Holland" 
project. In this project, funds are provided to the boroughs for upgrading their town centres to 
allow for easier use of bikes for primary transportation. 
 The buyer experience cycle begins with a purchase, then moves through delivery, use, 
supplements, maintenance, and disposal, eventually becoming a new purchase at 50cycles. 
 
Figure 4. Buyer Experience Cycle. 
(Biasa, 2008) 
 
 50cycles is directly involved with all six stages: buyers may purchase e-bikes through 
the website or showroom; e-bikes are delivered to the showroom or to the buyer's home; 
during the time the e-bikes are in use, 50cycles stands ready to help with any problems that 
arise, and customers who enjoy the e-bikes have the opportunity to become advocates; the 
company offers supplementary materials such as clothing, parts, and batteries; the 50cycles 
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workshop offers servicing as well as online and telephone support when the e-bike requires 
maintenance; and when the buyer is ready to move up to another e-bike, 50cycles has a used 
e-bike service to match the previous buyer with a new buyer looking to purchase a used e-
bike. When the first customer buys a new e-bike at 50cycles, the buyer experience cycle 
begins again. 
 Combining the experience cycle with the utility levers -- environmental friendliness, 
fun and image, risk, convenience, simplicity, and customer productivity -- creates the buyer 
utility map. This visual helps businesses to develop new products. Since 50cycles does not 
create new e-bikes itself, its product is actually a sales and management strategy.  
 
Figure 5. Buyer Utility Map for 50cycles. 
(Anonymous, 2009) 
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Viewed in this way, the buyer utility map can help identify underserved buyer needs and lead 
to a blue ocean. The red dots on the buyer utility map represent areas that are already 
addressed by other e-bike sellers -- companies currently in the red ocean. The blue dots 
represent blue ocean areas. For example, fun and image intersects with purchasing in the 
concept showrooms, which highlight the exhilaration of riding an e-bike. The showrooms are 
attractive and pleasant rather than strictly utilitarian. Another example is the intersection of 
simplicity and disposal. 50cycles offers e-bike owners the opportunity to sell their used e-
bikes on its website, making it simple for sellers to display their e-bikes to potential buyers, 
and for buyers to find used e-bikes.  
 The Blue Ocean Index is identified by asking four questions: 1) how useful is the idea 
to the consumer? 2) is the price affordable for the target group? 3) is the cost of production 
reasonable for the manufacturer? and 4) is the idea flexible and adaptive?  
 First, the history of 50cycles shows that its online commerce method is useful to 
consumers, and the "clicks and mortar" concept, which melds together the website and the 
showrooms, promises to be even more successful.  
 Second, the target groups, which are a) 30-55 yr old commuters and b) 55 yr old and 
older individuals who may be retired, likely will find the prices at 50cycles affordable. These 
are not cheap e-bikes that will be suitable for a college student to use for a few years then 
discard. They are high-end, high-quality e-bikes with durability and reliability. They will last 
many years if properly cared for. 
MANAGEMENT STRATEGIES FOR 50cycles.com 39 
 
 Third, the new "pop up" showrooms, which are part of the product 50cycles has 
created, are able to take advantage of low priced properties since they are based on a toolkit 
that standardises the showroom while still keeping it fun. 
 Fourth, the concept showroom is flexible and adaptive (as in the Lean Startup plan--
see above), and the "clicks and mortar" concept is flexible as well. 50cycles is poised to pivot 
whenever necessary to provide a more exciting and convenient e-bike purchasing experience, 
especially in the new "mini-Hollands." 
 According to Kim & Mauborgne (2005), the ultimate success of Blue Ocean Strategy 
depends on three factors: 1) focus, 2) divergence, and 3) compelling tagline. 50cycles is 
highly focused at present on its expansion into new showrooms and new products. 
Divergence from the practices of other competing firms is required in order to move the firm 
out of the red ocean and into the blue ocean. 50cycles is currently diverging via "clicks and 
mortar," the showroom toolkit, and increasing the variety of e-bikes and related items that 
they sell. Finally, 50cycles has a compelling tagline: "The power to make cycling make 
sense." The phrase has several components which make it memorable to potential customers: 
1) "power" -- i.e. electric bikes, 2) repetition of verb "make" which reinforces it," 3) 
repetition of "s" sound in "cycling" and "sense." 50cycles is clearly on the track to success 
through Blue Ocean Strategy! 
Chapter 6: Conclusions 
 In order to grow the business, 50cycles has decided to utilise Lean Startup and Blue 
Ocean strategies to differentiate themselves from the competition. The MVP (minimum 
viable product) currently being tested is its new showroom in Shoreham. It will be 
enlightening to see how it works, because it has a lot of potential to increase sales. 50cycles 
can evaluate the new showroom in a month or two, then make changes as needed. New 
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metrics may need to be invented; this is a point that has not yet been addressed. They will 
soon be ready to enter the build-measure-learn cycle. 
 At the same time, Blue Ocean principles are being put into effect, using the Strategy 
Canvas and other tools to lift 50cycles away from the competition. Traditional management 
theories discussed in this paper are also appropriate for 50cycles, including Resource-Based 
View, Network View, Institutional Theory, and Sustainability. These theories, as applied to 
50cycles, lay the groundwork for the company to maintain and improved its dominance in e-
bikes within the UK and, eventually, internationally.  
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50cycles is an e-commerce and high street retailer for high quality electric bicycles that has 
been in business for 11 years. The potential in this market was immediately obvious as 
demand outstripped supply with the first models imported from Honda in Japan back in 2003. 
 
We knew that electric bikes have the power to revolutionise the transport system in the 21st 
century and this has always been the 50cycles goal to revolutionise transport by easing 
congestion, pollution and promote a positive healthy lifestyle. We currently have shops in 
three location around the UK, and plan to expand these into 7 more new locations over the 
next 2 years. 
 
Our marketplace is wide open to all people in the UK, with particular attention to commuters. 
Electric bike sales in the UK are increasing rapidly, and 50cycles is uniquely positioned to 
take advantage of these prospective customers. 
 
Scott and Tim Snaith have been the Directors of the firm for its 11-year life. We are 
passionate about e-cycles, and seek to improve the quality of life and economic status for UK 
residents by providing high quality products. We work to offer the best customer service of 
any online or offline store. 
As a high-end retailer and distributor of the highest quality e-bikes, from Kalkhoff the 
leading bicycle brand in Germany, we have planned concept stores that offer the customer the 
opportunity to test ride an electric bike if desired; buyers can also choose to order online in 
the shop. This is a substantial benefit since prospective buyers can see and try the bikes in the 
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shop, but they are not limited to the stock currently on hand, and the two types of ordering -- 
with or without assistance -- allow customers to suit their own personalities. 
Our customers are loyal and often provide repeat business. We also have a customer advocate 
program in which e-bike owners promote our shop and our bikes, generating further business. 
We have collected testimonials and reviews over the 11 years the company has been in 
business which means we have a continuous stream of up to date content for the website 
based on real user experience. 
1.1 Mission and Vision 
Mission: 
To be the leading electric bike specialist in the UK 
Visions: 
The power to make cycling make sense and put electric cycling in the minds of people in the 
UK 
1.2 Keys to Success 
50cycles will achieve success by focusing on several key actions: localising the website, 
seamlessly linking the website and showrooms, establishing showrooms in high-visibility 
locations around the UK, and utilising a blue ocean strategy to lift the firm away from the 
competition, making it uniquely appealing. Each new location will serve as a test bed to 
evaluate the needs of potential customers; 50cycles' focus on rapid decisions and flexibility 
will allow the company to change directions quickly as needed. 
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1.3 Financial Highlights 
 
Figure 6. Highlights of 50cycles finances from 2011 to 2013. 
 As can be seen from Figure 6, 50cycles has experienced steady growth over these 
three years. With the government creation of 'mini-Hollands' -- areas specifically designed to 
support bicycle traffic -- we have the opportunity to greatly increase our target market by 
opening new showrooms in prime locations, taking advantage of low prices and a toolkit 
design of the shop which means we can open cost effectively in any location we wish to open 
up either on a short or long term basis. 
1.4 Purpose of Report 
This report has been prepared for submission to funding sources, new supplier distribution 
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Company Summary 
Our company, the first UK business based solely on electric bike sales,  is now the 
established leader in supplying electric bikes to the UK. Because we recognised the potential 
for e-bikes to revolutionise the transport industry for the 21st century, we started the 
company in 2003, importing e-bikes from Honda.  
50cycles is both an online presence, selling a wide range of high quality - high value 
products, and a retailer which uses concept stores to localise the website. Customers have the 
option of testing bikes by visiting one of our stores, then purchasing bikes either in the store 
(with potential help of an assistant) or on the website. Once ordered, bikes can be shipped 
directly to the customer or to the shop, which provides an opportunity for personal fitting. 
50cycles implements cutting edge technology in all related sectors from e-bike batteries to 
digital catalogues to social media. We ensure that our systems and processes are as efficient 
as possible by continually evaluating performance. Efficiency allows us to conduct our 
business with flexibility and a minimum number of staff. 
2.1 The Business 
Although we operate in an established marketplace, 50cycles has an enormous potential for 
growth as we provide innovative products and services, positioning ourselves at an 
exceptional level of quality and separating ourselves from our competitors. Involvement with 
50cycles is a great opportunity! 
Beginning in 2008, we have imported the high quality Kalkhoff brand of e-bikes from 
Germany, building strong brand and model recognition in the UK. Kalkhoff cycles are well-
known  for their reliability, range, and service. 
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2.2 The Team 
In 2003, brothers Tim and Scott Snaith founded 50cycles, and the business has grown rapidly 
over the past 11 years building up their brand by selling high quality bikes along with 
exceptional service. We are both passionate about the electric bicycle industry, since we view 
it as the key to solving the UK's transport problems and simultaneously addressing the 
nation's economic needs. 
Our organisational structure emphasises a 'lean team' approach, which means we only need to 
expand staff slightly in order to further growth in multiple areas. 
CEO Scott Snaith oversees the everyday functioning of the business, and also works to 
increase growth in sales and customer service from month to month and year to year. 
Managing Director Tim Snaith runs the 50cycles.com website and integrates Sales and 
Marketing within a "clicks and mortar" setting. This involves rapid shifts in design as needed 
to support the business as it moves in many directions. 
Our quick thinking, flexibility, and ability to effect rapid change allows us to execute needed 
alterations before most firms can write a memo. Our organisational culture has everyone in 
the team ready and willing to change direction swiftly. The structure is compact, with the 
following heads of departments. 
2.3 Locations and Facilities 
50cycles currently has headquarters in Loughborough, a shop in Hampton Wick, and a new 
showroom just opened in Shoreham. We plan to open 10 new outlets in 2014-2015, in 
Greater London and in other parts of UK. The new showrooms will be established using a 
toolkit that will enable us to take advantage of low prices and prime locations whenever they 
become available. The idea behind our shops is to remain flexible in our approach and some 
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locations will begin as pop-up shops in key locations - UK high streets now have a high level 
of shop vacancies at discounted rents on short-term leases. We will keep the model choice 
simple and prices competitive with a service that is modern and ready to link the website to 
the high street. 
Flexibility and the establishment of pop-up shops fit into our "Lean Startup" strategy, which 
requires adaptability, continual evaluation, and rapid learning. Each new shop represents a 
minimum viable product that can respond quickly to customer needs and wants, increasing its 
value at a fast pace. 50cycles will be well-placed to pivot as needed with regard to our 
showrooms, rapidly changing until the showroom and customer service completely meet 
customer needs and wants. 
Products and Services 
50cycles originally sold the Panasonic line of e-bikes, but beginning in 2008, we have 
imported the high quality Kalkhoff brand of e-bikes from Germany, building strong brand 
and model recognition in the UK. Kalkhoff cycles are well-known  for their reliability, range, 
and service. A wide variety of models are offered so that a customer can find the bike that is 
just right. 
3.1 E-bike Models Currently Offered 
The Pro Connect Commuter is an all-around e-bike that is equally at-home on the streets 
heading to a workplace or on a cycle path near the Thames. It is available with 3 different 
drives, each of which has advantages and disadvantages. For example, the Impulse 2.0 drive 
implements new features such as Shift Assist and Climb Assist, while the Cruiser Drive has a 
400Wh battery pack on an e-bike that is equipped for rugged use. 
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The Agattu All Rounder initiated the rise of the centre motor, which had been placed on the 
hub in prior models. In 2012, this model integrated the new Impulse drive and a three-metal 
Lithium battery with longer life, thus becoming the UK's most popular electric bicycle. 
The Focus All Terrain is a cutting-edge mountain bike with a powerful Impulse drive and a 
rugged design. It is optimised for off-road travel with a geometry and kinematics that make 
uphill riding fun. 
The Tasman Comfort bike is designed to suit all types of riders, and for riders to use 
comfortably in many types of terrain. For this bike, it's the details that are important -- for 
example, the handlebar height can be adjusted easily to accommodate the rider's height and 
preferred sitting position. 
The NuVinci Automatic uses the powerful Impulse drive with the best-performing battery 
available, then adds features such as Ergo's Harmony fully automatic transmission and a heart 
monitor to ensure the rider doesn't overdo it. 
The Endeavour Speed e-bike offers a choice between 2 high-performance pedal assist motors, 
Bosch and Impulse. The Impulse has the option of a long-range battery. This is the bike of 
choice for thrill-riders and everyone with the "need for speed." 
The Sahel Compact has a short wheelbase (making it easier to store and transport) and the 
lightest of the Impulse drive range. It performs equally well in high-traffic areas and back 
street shortcuts, and its "Big Ben" tyres give it agility on rough terrain. 
To complement its Kalkhoff e-bikes, 50cycles also offers batteries, chargers, tyres, tubes, 
spares, and sprockets. Also, we sell used e-bikes, most of which are made by Kalkhoff. 
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3. 2 Other Products 
We also sell traditional bicycles from Kalkhoff's well known brand, including bikes for 
fitness, all-around use, and "my style." Recently added is an exceptionally wide array of 
biking accessories, including clothing, locks, baskets, pumps, bags, saddles, and lighting. For 
example, in the category of women's saddles there are 18 models from which to choose! 
50cycles wants our riders' biking experiences to be safe and secure, so we sell helmets, 
reflective clothing, glasses, and anti-pollution gear. 
3.3 Competitive Analysis 
Many bicycle brands and manufacturers now have outlets in UK, which is a positive because 
it increases the overall use of e-bikes and promotes the involvement of government and other 
entities to improve "bike-readiness" of boroughs and cities. 
At 50cycles, we sell the best e-bikes on the market (Kalkhoff and Gazelle), coupling that with 
our experience and knowledge developed over the last 11 years. We are already the top seller 
of e-bikes, and our future plans will only catapult us higher, making it difficult for the 
competition to catch up. 
A 2013 analysis of 50cycles vs. other nearby ebike shops rated 50cycles at #1 but suggested 
areas which could be improved (Goodman, 2013). Table 3 shows the results of the analysis.  
50cycles is especially strong in the areas of product availability, location, value, promotion, 
buying process, and on-line / off-line coordination. Also, we have already begun to address 
other issues such as more exciting showrooms, ease of obtaining information, and user-
friendly website. 
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Does it do what I want it to 
do? 
Kalkhoff -- top performing bikes    
Does it meet my personal 
needs? 
Standards for range, durability, and 
quality are high 
   
Is it expensive? One of most expensive bikes    
Is it good value for my 
money? 
Yes, if seeking quality and long-term 
service 
   
Where can I see and test 
drive one? 
Visible locations near other bicycles 
shops 
   
How can I learn more about 
it? 
Web site gives good information, could 
improve 
   
Who else has one, and what 
do they think? 
Customer advocate programme and 
online reviews are available 
   
What's the showroom like? New showrooms created with toolkit to 
be attractive  and inviting 
   
Can I get more information? Yes, via web chat and call back service, 
available on website 
   
Do I trust the salespeople? Yes, they are approachable, 
knowledgeable, and passionate about e-
bikes 
   
Do they care about my 
needs? 
After-sale service is good and 
continually improving 
   
How easy is it for me to buy 
one? 
Online purchase process is strong and 
secure -- will integrate with showrooms 
   
Are online and offline 
presence synchronized? 
Already well-connected, and improving 
with launch of new showrooms 
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3.4 Fulfillment 
50cycles is the distributor for the well-known Kalkhoff line of e-bikes and traditional cycles. 
Their products include urban and commuting bicycles, electric bikes, multi-speed traditional 
bicycles, and mountain bikes. They also make bike-riding gear, some of which are available 
from 50cycles. In addition, a catalogue of 9000+ bicycle accessories from Madison has been 
added to the website for purchase there or in the new showrooms, which can access the 
website via tablet or with staff assistance. 
Market Analysis Summary 
The market for electric bicycles in the UK is exploding, especially with the upcoming 
creation of 'mini-Hollands.' These are areas with special accommodations for cycling, such as 
quality cycling routes, cycling boardways on the river, bike superhighways, and cycle hubs. 
Three boroughs will receive full mini-Holland status, while others will receive some bike-
friendly upgrades. The designation 'mini-Holland' refers to the substantial infrastructure 
changes that have taken place in Holland in order to improve the experience of cyclists in that 
country. 
As boroughs are transformed, more people will find it convenient to use bicycles, whether 
electric or conventional, so everyone will benefit from these projects. 50cycles expects to 
create new showrooms as close to the mini-Holland areas as possible in order to take 
advantage of the tremendous growth that is anticipated. 
The primary market for 50cycles is commuters, since electric bicycles are particularly suited 
for a person who needs to arrive at work without sweat and fatigue. Individuals who 
commute typically have well-paying jobs which enable them to buy the best-quality bikes, 
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i.e. Kalkhoff bikes from 50cycles. They have high standards for design, durability, and 
reliability, and the Kalkhoff line meets these standards. 
A secondary market for e-bikes is older individuals, who want the ability to exercise on a 
bike but also the flexibility to get assistance from the electric motor if they are climbing a hill 
or become fatigued while on the ride. The Pro Connect Commuter with Impulse 2.0 motor 
would be attractive for older persons due to the ShiftAssist and ClimbAssist it offers. 
 The overall market for 50cycles is all of the UK and even beyond, due to the international 
reach of the web site. 50cycles products cover a wide range of needs and desires, making it 
an attractive source for e-bikes and other bicycles. 
4.1 Industry Data 
According to the British Office for National Statistics, the percentage of people cycling to 
work in England and Wales was steady at approximately 2.8% from 2001-2011. However, 
there were several urban "hot spots" such as London, where cycling doubled from 77,000 to 
155,000. This trend is especially significant for retailers such as 50cycles who operate from 
showrooms in London (along with our website).  
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Figure 7 shows percent increase in cycling for several British cities. The greatest increase 
was, not surprisingly, seen in areas where government funding has been used to improve 
cycle routes and provide other perks to those who choose cycling for their commute.  
 
Figure 8. Percent Men, Women, and Both who Cycle to Work. 
Figure 8 shows percentage of men, women, and both who cycle to work. As can be seen, 
more than twice as many men as women go to work on their bikes; this may be a safety issue 
which can be addressed with the coming "mini-Holland" areas that are specifically designed 
for bikes. A survey by British Cycling indicated that two-thirds of respondents would cycle 
more if protected spaces were available. 
4.2 PESTLE Assessment 
A PESTLE assessment (political, economic, social, technological, legal, environmental) 
explores the external forces that affect the market of a business. A PESTLE assessment of 
50cycles (Goodman, 2013) identified three very positive areas (political, economic, and 





% cycling to work
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(social). However, actions have already begun -- by government and other outside agencies -- 
to change the less than positive aspects. 
 
Assessment Evidence Impact for 50cycles 
Political 
Government is investing in 
cycling accommodations 
(mini-Hollands) to ease 
congestion on roads/public 
transportation and to 
promote health benefits. 
In 2013 London Mayor Boris 
Johnson announced a 10 year 
₤913 million plan to make 




The public is moving 
towards alternate transport 
due to cost of fuel, 
congested roads, and un-
reliable public transport. 
In some areas, 50% or more of 
people ride cycles to work or 
school. Average distance 
covered is up 45% since 2011. 
5 
Social 
Cycling is viewed a fun and 
socially responsible choice 
of transport. Cycling can be 
dangerous on roads. 
In 2012 there were 1754 
cyclists killed in UK road 
accidents, 8% decrease from 
2011. Safety awareness needed. 
2 
Technological 
Batteries last long, weigh 
less. Motors are quieter and 
can be specialized. Some 
cycles fold for storage. 
Lithium-ion batteries can be 
charge more than 1000 times 
before replacing. Depending on 
cycle style, one charge can 
cover 85-125 miles. 
4 
Legal 
EAPC laws restrict speed 
(15 mph), bike weight, and 
motor power output 
(200W). Nonconforming 
bikes are taxed and require 
a license. 
UK laws on pedelecs are 
expected to align with EU laws 
at some time in 2014-2015. 




Riders feel they are 
contributing to environment 
and reduction of carbon 
emissions. Li-ion batteries 
could be recycled but are 
typically not due to cost. 
Battery charge can be sourced 
from renewable energy such as 
wind or solar. 
5 
 
Table 4. PESTLE Assessment for 50cycles. 
(Goodman, 2013)  
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 4.2.1 Legal Aspects. 
Electric bicycles are regulated by UK government, so the laws can have a definite effect on 
willingness of consumers to buy. Current regulations include the following: 
limitation of speed propelled by motor (15 mph) 
limitation of bike weight (40 kg) 
limitation on power output of motor (200W) 
Regulations on e-bikes in the EU are less restrictive, and the UK government is expected to 
align UK rules with EU rules in the near future. 
 4.2.2 Social Aspects 
Although cycling is a fun and socially responsible choice for transport, it has its dangers as 
well. As indicated in Table 2, during 2012 there were 1754 cyclists who died in UK road 
accidents. This was a decrease of 8%. According to CTC UK, some deaths do occur related 
to cycling, but the chance of death while riding a cycle is much lower than that of riding a 
motorcycle or in a car. However, cycling is more dangerous than walking or taking public 
transport. CTC suggests that the level of cycling deaths is at least partly due to the attitude of 
those driving cars, because they do not like having cycles on the road slowing them down, 
even if the cycle is restricted to one lane. Also, some drivers do not pay close attention to 
what is around them, and may fail to spot a bicycle before turning or changing lanes. 
CTC suggests that safety awareness campaigns for both cyclists and drivers would be helpful, 
as well as the increase of cycle-only areas as boroughs become 'mini-Hollandized.' 
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4.3 SWOT Analysis 
A SWOT analysis examines the strengths, weaknesses, opportunities, and threats for a 
company. Both internal (strengths & weaknesses) and external (opportunities & threats) are 
considered. Ideally, the strengths identified can work with the opportunities to overcome 
weaknesses and threats. 
Table 4 (next page) shows a SWOT analysis of 50cycles created by Goodman (2013). We 
have already begun to address some of the weaknesses listed, including selling only one 
brand (we plan to add Gazelle e-bikes made in Holland), website issues, utilitarian 
showrooms (use of toolkit will make it easy to create attractive, welcoming spaces), and 
limited accessories (we have added the Madison catalogue of 9000+ complementary 
products). 
According to Goodman (2013), threats are primarily related to aggressive competition in the 
areas of price, bundling bikes w/ accessories or services, and location of shops. We seek to 
create a blue ocean for 50cycles which will lift us away from the current competition, and 
one way to do this is to spread the word about the innovations and quality of our e-bikes. This 
can be done in several ways, including advertisements, website improvements,  information 
blog, knowledgeable staff, and customer advocates. It is extremely important for 50cycles to 
be "on the spot" when "mini-Hollands" are created; therefore, we are prepared to create new 
showrooms quickly, taking advantage of cheap properties in the right locations.  
  






Table 4. SWOT Analysis for 50cycles. 
(Goodman, 2013)  
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4.4 Cyclescheme 
Cyclescheme is a revolution in commuting that is happening now, spring 2014. The Cycle to 
Work (C2W) Alliance is encouraging commuters to try cycling instead of public transport for 
their daily trip to work. Complaints from consumers about overcrowding and lateness on 
public transport can be remedied when workers choose cycling. Best of all, new commuting 
cyclists can save 25-42% on their bikes by taking advantage of tax breaks with Cyclescheme! 
50cycles is ready to help with this program -- information can be obtained from the website 
or by contacting the store. According to BikeBiz, six million new cyclists are expected this 
spring; obviously, the C2W scheme can be a great benefit to 50cycles, its customers, and 
their employers.  
Strategy and Implementation Summary 
We have set a goal of growing the e-commerce side of 50cycles by offering more categories 
of merchandise, including safety gear, locks, clothing, and Dutch bikes (Gazelle) while 
maintaining our #1 position in the electric bicycle market. We will also develop our position 
as UK's top electric bike outlet to include conventional bikes such as touring bikes, XXL, and 
other types. 
We are in a great position on the Internet to be the UK's primary electric bike outlet online, 
since we appear on page one for most e-bike related terms on Google, Yahoo and Bing. Most 
importantly, we are number one on the first page for the specific search term 'electric bikes.' 
We are now ready to secure our retail supremacy by linking our online presence with our 
offline retail outlets and opening more retail outlets to localise the website, implementing a 
full-scale 'clicks and mortar' strategy. 
MANAGEMENT STRATEGIES FOR 50cycles.com 67 
 
Back office tasks for all locations as well as the website are managed through our own 
bespoke CMS. This means that we can manage the business and take orders from any 
location in the world where we have a 3G signal! 
5.1 Future Plans 
Future plans include increasing our UK presence by opening new showrooms where 
customers can view and test our e-bikes and touring cycles. In 2014, new stores are planned 
for Shoreham, Bristol, Cambridge (2 stores, the second covering south-east and east areas), 
and Central London, in addition to larger premises in Kingston. In 2015, we plan to open 
stores in Hebden Bridge, Newcastle, Edinburgh, and Aberdeen.  
Pick up and fitting days will be planned, and we will deliver bikes to the customer's doorstep 
as needed. Shops will be based on a toolkit so that we will be able to take immediate 
advantage of great locations that come up at competitive prices -- 50cycles can pop up at a 
new location quickly. 
In order to keep the website in sync with the showrooms, both will be run with the same 
management and distribution system, allowing the website to promote the store and the store 
to promote the website. 
5.2 Execution Plan 
The directors of the firm have put 11 years of their lives and souls into building 50cycles, and 
believe they have achieved a point at which the company is ready to take off like a rocket. 
The foundations, such as quality products and service, exceptional web design, attractive 
concept showrooms, and flexible staff, are any place, and the 50cycles brand has the potential 
to be a leader in the worldwide cycle industry. 
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In 2014/2015 we will create a very high growth organisation by focusing on the following 
areas: 
 Electric bikes. -- This is our flagship product and we dominate this sector in the UK. 
Not only do we sell e-bikes in quantity, we also sell premium products. The e-bike market is 
ready to explode in the next few years as facilities for bikes become more available and more 
widespread. Our plan is to have showrooms in place and an excellent website to take 
advantage of this massive growth. We can maximize our market share by integration of the 
website with the stores and increasing the opportunities for customers to stop in and try / buy 
our bikes. 
 Accessories. -- We recently upgraded our website and added the catalogue of a major 
supplier of bike accessories, Madison, which contains around 9000 products! This greatly 
expands the choices available to our customers, helping them find the best possible bike 
experience by helping them find products that will complement their bike choices. 
 Conventional bikes. -- Two brands, Kalkhoff and Focus, offer premium conventional 
bicycles which we will offer at our new outlets. Our initial target will be touring bicycles 
which will kick off in spring with the Tipping Point TV show advertising campaign, where 
we will be featured on 15 episodes. 
 Showrooms. -- The most important concept for our showrooms is flexibility. We 
want to localise the website by opening new showrooms in the areas listed above, but we also 
want to remain mobile and take advantage of pop up shops or retail outlets available at low 
prices. This will help to maintain a simple choice of high end models, competitive prices, and 
modern, up-to-date services. 
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Our plans are as follows: 
 Year 1. 
Loughborough - Open - Central HQ  
Hampton Wick - Open - Satellite shop close to Tim  
Shoreham - Open - South Coast  
Bristol - In Process - South West Cycle City  
Cambridge - Viewing properties - Cycle University  
 Year 2.  
Kingston - Mini Holland  
Central London - Accessible for millions of people  
Hebden Bridge - Quirky Northern town  
Newcastle - North East coast  
Edinburgh - Scotland 
 Website. -- In addition to the integration of the website with each new showroom, we 
plan to provide multi-currency and multi-lingual capability so that we can market to 
anywhere in the world. Long-term plans are to expand showrooms overseas, establishing 
distributor agreements where there are none as yet. 
When our website reaches full functionality, a customer will be able to order in the store or 
online, apply for financing, arrange a demonstration, pay via PayPal, or request a call back 
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for more information. 50cycles requires full-payment pre-delivery and a 20% deposit when a 
bike is ordered. 
It also offers 12 months’ interest-free finance if required. 
We are also working to increase our blog and social media presence and have jumped from 
250 Facebook likes to near 5000 in just a few months! 
 Premises. -- Currently we experience storage costs and a consignatory stock 
arrangement, and we would like to bring distribution in-house to save these costs. Our credit 
rating was recently increased and Derby Cycles has improved its delivery times, so we should 
be able to carry stock ourselves without using ETS.. This move will greatly improve 
operations management, especially with the added showrooms. 
Management Summary 
6.1 Personnel Plan 
Currently, 50cycles has a staff of 12. We are expecting, in the next 24 months, to hire 3-4 
new staff members in the areas of sales, workshop, and customer service. These individuals 
will be trained to be knowledgeable about electric bikes and specifically about our brands. 
They will be introduced to the Lean Startup concept (continuous validated learning, quick 
evaluations, pivots) and to our Blue Ocean strategies. 
6.2 Management Strategies 
The accompanying research paper gives details on the management strategies implemented at 
50cycles. As indicated above, we are currently working towards adding the Lean Startup and 
Blue Ocean principles as our primary strategies. Other methods that may apply when 
integrated with the two main strategies are resource- and knowledge-based views, network 
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theory, institutional theory, game theory, SWOT analysis, and PESTLE analysis of external 
factors. 
Financials 
 Figure 9 shows the cumulative sales for the past four years (2009/2010, 2010/2011, 
2011/2012, and 2012/2013). 
 
Figure 9. Cumulative Monthly Sales Analysis for 2009-2013. 
2009/2010   2010/2011   2011/2012   2012/2013 
 
 We had  substantial growth during each month and for each month from year to year, 
with the growth accelerating during 2013. With our new showrooms being opened in prime 
locations, plus upgrades to the website, we have every reason to expect continued and 
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7.1 Basic Metrics 
Figure 10 compares sales in 2011/2012 with sales in 2012/2013 in the red and blue bars. The 
green line represents the percentage change from the previous year; looking at the vertical 
axis on the right, one can see that change was positive for every month except two, May and 
August.  
 
Figure 10. Month-to-Month Comparison of Sales 
2011/2012  2012/2013  Percentage change 
 
7.2 Funding Sources 
50cycles has received funding from two sources thus far -- £140K from an Enterprise 
Guaranteed Fund Bank Loan and £100K from Funding Circle Crowd Source Funding. We 
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7.3 Proposed 24-month Budget 
For us to get immediately started this season we would require a budget of £130k to last us 2 
years. After this point we can establish an ongoing budget to grow the brands in the UK and 
worldwide through the 50cycles marketing arm. 
£60k - 3-4 additional staff in Sales, Workshop, Customer Service  
£20k - Improved online presence. Website, back office, search engine,  
advertising, stock level integration  
£20k - Graphics, Editorial Features and Advertising  
£30k - Retail outlet contribution to reduce timeframe  
2 x Shop in Shop Displays.  
IT integration of chosen products to our website and stock feed  
New season Brochure, demo bikes and price list.  
Cycle show preparation.  
After this initial two year period can review the short, medium and long term goals of the  
brands, looking at forecasts to determine how fast we can grow, how long it will take and 
how much it will cost. We will use the next 2 years to establish the foundations for growth.  
We can implement a cultural change by making electric bikes available and accessible to 
everyone around the world. Creating dedicated spaces and outlets will promote the use of 
electric bikes in the UK. 
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Summary 
50cycles is currently positioned to make the most of the upcoming e-bike explosion. With our 
planned expansions over the next two years, we will maintain and increase our market share, 
providing premium e-bikes to UK customers for commuters and other users. We will 
multiply our base in Britain, then spread internationally via our website and new showrooms. 
As 50cycles' directors, we have the will, desire and determination to create rapid growth in 
the UK that will change our cycling culture forever. 
 
 
